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AGENDA 


• Review historic strengths and current 

ISSUES SURROUNDING MaRLBORO ADVERTISING 

• Report research results on how consumers view 

THE PARAMETERS AND CONTENT OF MaRLBORO 
ADVERTISING TODAY 

• Recommend new approach to how we build the 

CAMPAIGN IN THE FUTURE 

Via content 

Via media placement 
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HISTORIC STRENGTHS 


Of Marlboro Country : 

• The Marlboro Campaign tells a story that is 

MEANINGFUL TO ITS VIEWERS 

"While ads portray a place the smoker may never 

HAVE BEEN AND A PERSON HE MAY NEVER BE, THEY 
COMMUNICATE IDEAS AND FEELINGS THAT ARE 
RELEVANT TO HIS EVERYDAY LIFE." 

Marlboro Diversification Research, 1987 
"The more effective executions were those that 

CREATED A STORY OR SITUATION THAT RESPONDENTS 
COULD READILY UNDERSTAND AND IDENTIFY WITH" 

Marlboro Advertising In-depths, 1991 


• Timelessness 

"The ads are neither trendy nor old-fashioned. 
Rather they communicate feelings of excitement 

OR SERENITY OR COMRADERY THAT ARE RELEVANT 
ANYTIME AND ANYWHERE" 

Marlboro Advertising In-depths, 1991 
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HISTORIC STRENGTHS 


Of Marlboro Country: 

• Variety 

"The importance of variety in subject matter was 

SEEN IN THE IDIOSYNCRATIC REACTIONS PEOPLE HAVE 
TO SUBJECT matter" 

Marlboro Red/Lights Ad Mix Study, 1990 


• Authenticity 

"Realism was the one element that people 

CONSISTENTLY REFERRED TO AS FUNDAMENTAL TO 
campaign's APPEAL. PEOPLE TALKED SPONTANEOUSLY 
ABOUT THE REALITY OF THE ADS--THE MEN, THE 
SCENERY AND THE ACTION WERE ALL REAL" 

Marlboro Red/Lights Ad Mix Study, 1990 
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HISTORIC STRENGTHS 
Of Marlboro Country 
• Fantasy/Myth 

"The Marlboro image is unique in the way it combines 

ASPIRATIONAL AND APPROACHABLE QUALITIES. ThE 
ASPIRATIONAL DIMENSION IS COMPRESSED OF TRAITS SUCH 
AS ADVENTUROUSNESS, CONFIDENCE, EXCITEMENT AND 
MASCULINITY...it's THIS ELEMENT OF FANTASY THAT 
MAKES THE MaRLBORO MaN AN AMERICAN FOLK HERO...A 
MYTH 


Marlboro Diversification Research, 1987 
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HISTORIC STRENGTHS 


Of the Marlboro Man 

• The Marlboro Man embodied a well defined, rich, 

CONSISTENT IMAGE 

• The cowboy evokes emotions and images far beyond 

WHAT IS PORTRAYED IN THE LITERAL AD 

• He combines aspirational and approachable qualities 

Individualism, adventurousness, confidence, 

EXCITEMENT 

Down-to-earth, honest, dependable, humane, 

CARING 

Marlboro Diversification Research, 1987 
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CURRENT ISSUES 


• Camel challenging Marlboro's preeminence as the YAMS 
BRAND (Marlboro Lifestyle, 1992) 

Offering an appealing alternative image where 

NONE HAD EXISTED BEFORE 

• Campaign likability is declining (ad monitor) 


• Consumers express a sense of having "seen it all 
before" (qualitative Research) 


• Elements of the campaign (Portraits, Medium) losing 
STORY VALUE (MaRLBORO ADVERTISING In-DePTHS, 1991) 
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CURREKT VULNERABILITIES 


• YAMS ARE MORE DIVERSE THAN EVER 

(Marlboro Lifestyle, 1992) 

Segmented attitudinally from "50 's throwbacks" 
TO "New Age Men" 


• Definitions of masculinity have broadened to form a 
Continuum (Generation X, 1992) 

Marlboro's masculinity anchors the 
conservative/traditional end 

New views of masculinity encompass elements that 

ARE BOTH MASCULINE AND FEMININE 
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CURREWT ISSUES 


• Young adult smokers don't have the rich associations 

OLDER SMOKERS BRING TO THE COWBOY 

While they can understand the basic values the 

COWBOY STANDS FOR, THEY HAVE LITTLE EXPERIENCE 

WITH Western lore 

There has been little reinforcement of the 
Western theme in the media 

/ Focus ON "aging cowboys" 

/ "Authentic" vs. "Romantic" West 

No MEANINGFUL EXPERIENCE WITH MaRLBORO TV 
ADVERTISING 

Marlboro advertising may well be their primary 
(only) contact with cowboys 
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RECEWT DEVELOPMENTS 


• The campaign has evolved in an attempt to regain 

IMAGE GROUND LOST TO CaMEL 

Emphasis on "Macho cool" subjects 
Contemporized graphic treatment 
Closer association of Red and Light 


• Medium advertising designed to introduce a relevant 

NEW PRODUCT USING A MORE CONTEMPORARY PERSPECTIVE 
WITHIN Marlboro Country 
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PURPOSE OF THE THE MARLBORO INNOVATIONS RESEARCH 


• To UNDERSTAND CURRENT OPINION OF MaRLBORO CAMPAIGN 
AMONG AGE SEGMENTS 

• To EXPLORE THE PARAMETERS OF MaRLBORO COUNTRY FROM 
THE CONSUMERS POINT OF VIEW 

What is "typical Marlboro" 

What is "new and different Marlboro" 

What is likeable/appealing 


Source: https://www.industrydocunnents.ucsf.edu/docs)'zzdlOOOO 
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METHODOLOGY 


• Exposed variety of 94 Marlboro Reds/Lights/Mediums 

SUBJECTS INCLUDING INNOVATIONS: 

Content 

Copy 

Subjects (including "European Classics 
Adaptations") 

Graphics/Treattients 


• Consumers asked to perform several sorting exercises 
AND DISCUSS reasons/likes/dislikes: 

Sort I: Self sort, a many piles as make sense to 

respondents 

Sort II: Similar to/Different than Marlboro seen 

BEFORE (2 piles) 

Sort III: "Cool" vs. "Uncool" (2 piles) 
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FINDINGS—YAMS 


• YAMS (Under 30) top-of-mind comments on Marlboro 

ADVERTISING OFTEN FOCUS ON FEELING OF HAVING SEEN IT 
ALL before/too MUCH 

Many complain about "same old thing" 

Some comment on outmoded portrayal of 

MASCULINITY 

• Young Adult Men see several different types of 
Marlboro advertising 

While some are seen as more contemporary or 

DIFFERENT FOR MaRLBORO, NONE ARE SEEN AS 
INAPPROPRIATE FOR THE BRAND 

We have yet to find the outer limits of Marlboro 
Country 
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FINDINGS—YAMS 


How YAMS SORT ADS 


Same Old 
Marlboro 

New 

Marlboro 



Not Appealing 

® Man in Limbo 
® Cowboy Gear 

® Graphics 


Appealing 

° Man and Land 
° Connections 


® Women 
® Vistas 
® Unfinished 
Stories 
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SAME OLD MARLBORO 


• Ads yams feel they have seen for years 
Expected, to be passed quickly over 


• Likability varies with subject matter 
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SAME OLD MARLBORO 


Group 1: Man in Limbo 

• Group consists of portraits, classics and macho cool 

ADS 

• Usually described as "the cowboy and his horse" 

t Seen as typical/expected/repetitive 

"The same thing all the time--the 
Marlboro Man and horse...see it every 
DAY...Tend to overlook them, get used 
TO it" 

"This is the 'large pile'--standard 
Marlboro stuff. The same for years 

AND YEARS. ThE MaRLBORO GUY DOING 
STUFF...SAME OLD, SAME OLD." 

: t 

"It's all real familiar. The Western 
THEME. They need to branch out a 
little. I'm pretty bored with this 
Western Marlboro thing" 
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5;AME old MARLBORO 


Group 1: Man in Limbo 
• Reaction to ads largely negative 


• They are seen as ''posed" or "models" rather than 
REAL cowboys 


• Give the viewer little to talk about 

Not telling a story 

"Romance of the west" is missing 


• Comments focus more on what he does for a living 

THAN ON WHAT KIND OF PERSON HE IS 

He has a dirty job 

Personality descriptions are limited, 

GENERALLY FOCUS ON STERN, FORBIDDING OR 
SURLY EXPRESSION 

• Despite seeing a variety of cowboys, respondents 

FELT THEY WERE ALL THE SAME DUE TO SIMILARITY OF 
EXPRESSION 
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SAME OLD MARLBORO 


Group 1: Man in Limbo 

NET 


• Move to "macho cool" graphics has not made the 

CAMPAIGN SEEM MORE CONTEMPORARY TO YAMS 


• It weakens important elements of authenticity and 

STORY VALUE 

Make cowboy one-dimensional 
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SAME OU) MARLBORO 


Group 1: Man and Land 
• Action and working ads 


• More positively received than "Man in Limbo" 

More story value, interest 

More credible, real guys not models 


• Add some dimension to cowboy (hard working, rugged) 

But not enough to move out of "Same Old 
Marlboro" 
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SAME OLD MARLBORO 


Group 2: Man and Land 
Net 

• Showing cowboy in a natural ENviRONMENt helps regain 
authenticity/story value/likability 

But still expected 
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SAME OLD MARLBORO (cont'd) 


Group 3: Cowboy Gear 
• Group consists of medium ads, "Dog,'' 


• YAMS RECOGNIZE THAT THE ADS HAVE A SOMEWHAT MORE 
CONTEMPORARY LOOK, BUT SEE THE DIFFERENCES AS 
SUBTLE 

Overall, not seen as very innovative 

• Content places these ads in the "Same Old Marlboro" 

CAMP 


• Spark very little conversation 

Lack story value 
Artistic, but not involving 

• "Dog" is an exception which was talked about with 

ENTHUSIASM 

Adds story-value, humanity 


RPMPIMOV.KL-21 


Source: https://www.industrydocuments.ucsf.edu/clocs/kzdlOOOO 


2040817595 




SAME OLD MARLBORO (cont'd) 


Group 2: Cowboy Gear 

Net: 


• Slightly more contemporary look from graphic 

APPROACH 


• But does not widen the scope of Marlboro 

Requires YAMS to have more knowledge and 

FEELINGS ABOUT THE COWBOY THAN THEY POSSESS 
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SAME OLD MARLBORO (coptt^d) 


Group 4: Connections 

• Group consists of camaraderie and sometimes women 

ADS 

• Present a more appealing view of the cowboy to YAMS 

Shows a more approachable side 
Softens the sternness of the portraits 
Gives welcome clues about his life 

• Sociability particularly important to YAMS 

• Not surprising or unexpected 
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SAME OLD MARLBORO (comt'd) 


Group 4: Connections 


Net: 


• Connections ads provide needed variety to the 

CAMPAIGN 

Add a personality dimension that is particularly 
IMPORTANT TO YAMS 

YAMS CAN relate the subject to their own life 
Requires less "cowboy knowledge" to be effective 
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MEM MARLBORO GROUPS 


Overall Reactions 

• Seen as adding a new dimension to Marlboro 

Either through content 
Or style 

• Not startling or inappropriate for the brand 

More of a natural evolution 
But not "same old Marlboro" 
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NEW MARLBORO 


Group 5: Graphics 

• Group consists of Computer Graphics and illustrated 

SUBJECTS 


• Seen as a contemporary graphic treatment of the 

COWBOY, BUT POLARIZING 

For some, visual style very appealing 

For others, a very overt attempt to update 
Marlboro's image, and trying too hard 


• While adds a new look to the campaign, does not 

CREATE ADDED INVOLVEMENT 

Same subject as "Same Old Marlboro" 

Colorful but stylized 


• Sparks very little discussion 
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NH4 MARLBORO 


Group 5: Graphics 

NET: 


• Graphic treatments can update the look of Marlboro, 

AND CAPTURE ATTENTION, BUT ARE NOT ENOUGH TO BROADEN 
THE APPEAL SINCE THE CONTENT REMAINS THE SAME 

Appropriate for selective out-of-home use for 

QUICK ATTENTION-GETTER 
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NEW MARLBORO 


Group 6: Women 

• Group consists of ads featuring women 

• Sometimes a separate group 

Or can be part of "Connections" 


t In either case, YAMS see women as naturally 

BELONGING IN MaRLBORO COUNTRY 

Add a human dimension to the cowboy 
Can help offset the "macho stereotype" 

• "Driving Out" singled out as particularly 

APPEALING 

Has story-value/intrigue 
Interesting photography 
Has an urban feel 


• "Over the shoulder" particularly unappealing 

Seen as posed, fake 
Contrived fun, not real 
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NEW MARLBORO 


Group 6: Women 

NET 


• YAMS EXPECT TO SEE WOMEN IN MaRLBORO COUNTRY 
Natural, Normal 

Not in conflict with masculinity of the brand 

IMAGE 
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NEW MARLEORO 


Group 7: Vistas 

• Group consists of vista ads 

• Seen as new, fresh and different for Marlboro 

Perception supported by media schedule and 

RECENT POOLS 

• Very appealing to YAMS 

Drawn in by the majesty of the West 
Allows the viewer to place himself in the ad 

• Communicate Marlboro values of freedom, 

INDEPENDENCE 

• Add dimensionality to the Marlboro Man 

Shows why the Marlboro Man wants to be there 
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NEW MARLBORO 


Group 7: Scenery 
Net : 

• Vistas are not "soft" or "feminine" 

• They add an appealing and, importantly, different 

ELEMENT TO THE CAMPAIGN 
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NEW MARLBORO 


Group 8: Unfinished Stories 

• Group consists of "Juke Box," "Snake," "Evidence 
Bag," "Moons," "Truck" 

• Seen as most different, but still has elements that 
PLACE it in Marlboro Country 

Western Context 

Masculinity 

• It make yams stop and think 

What's going on here? 

Suggests enough of a story to make the viewer 

WANT TO THINK IT THROUGH 

Small details are intriguing 

t Content can be polarizing ("Evidence bag") 

• "Moon" operates a little differently 

An interesting "real/surreal" combination 
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NEW MARLBORO 


Group 8: Unfinished Stories 

NET: I 


• Complex, detailed visuals suggestive of a story 
INVITE YAMS TO become involved in the ad 
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VANS 


NET: 


• YAMS NEED TO BE TOLD THE COMPLETE MaRLBORO StORY 
Majesty of the West a powerful hook 


• Advertising needs to more fully dimensionalize the 
Marlboro Man in ways relevant to YAMS 

Go BEYOND "tough, RUGGED, HARD-WORKING" 

To "sociable, interesting guy" 


• Devices that help add dimension: 

Personality cues/varied expression 

Connections 

Vistas 

YAMS - ORIENTED STORY TELLING TECHNIQUES 
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OLDER MEN 
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OLDER MEN 


• Important differences emerged between the older men 
(30+) AND YAMS 

• Older men are less discriminating about this (and 

PROBABLY most) ADVERTISING 

Pay less attention to visual detail 
Draw fewer distinctions 

• Overall, they are more positive about Marlboro 

ADVERTISING THAN YAMS 


• More likely to talk about what the cowboy represents 

Freedom/independence 
A REAL ''Man's Man" 


• Bring more knowledge and emotion about the cowboy to 

THE ADVERTISING 

Have more history with westerns/Marlboro TV 


• For the most part, older men see the same groups of 
ADS AS YAMS 

But they react differently to the content 
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FINDINGS—OLDER MEN 


How OLDER MEN SORT ADS 


Not Appealing 


Appealing 


Same Old ® Cowboy Gear ® Man in Limbo/ 

Marlboro Man and Land 


* Connections 



New ° Graphics ° Vistas 

Marlboro ° Women 

“ Unfinished Stories 
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SAME OLD MARLBORO GROUPS 

Group 1 & 2: Man In Limbo/Man and Land 

• Older men identify these groups as ''classic" 

Marlboro, but unlike YAMS, they view it positively 

More of an "old familiar friend" 

Group 3: Cowboy Gear 

• Like YAMS, older men see little of interest in ads 

Group 4: Connections 

• Older men are less positive about these ads than 
younger men 

Underscores the importance of friends/connections 
TO YAMS 
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NEW MARLBORO GROUPS 


Group 5: Graphics 

• Like YAMS, see little to talk about 

Less interested in graphic approach 

Group 6: Women 

• Older men much less comfortable with women in 
Marlboro Country 

I 

Doesn't fit with their view of Marlboro's 
man's world 

"She belongs in Virginia Slims" 

Group 7: Vistas 

• Like YAMS, older men very positive 

Group 8: Unfinished Stories 

• Older men uncomfortable with this group 

Don't like the ambiguous visual 
Looking for closure 
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OLDER MEN 


NET: 


• Traditional Marlboro campaign still works well for 

OLDER MEN 

They bring a more positive attitude to the 

ADVERTISING 

Have a deeper understanding of the symbolism of 

THE COWBOY 

Offers the reassurance of an old friend with 

RELEVANT VALUES 


• Important to maintain the traditional strengths of 
THE CAMPAIGN FOR THIS GROUP 

Story value, which for this group is a 

STRAIGHTFORWARD, UNAMBIGUOUS STORY 

Timelessness 

Authenticity 

• Injecting modernity into Marlboro Country, to appeal 
TO YAMS WILL have to be handled carefully 

Older men are uncomfortable with content that 

CONFLICTS WITH THEIR TRADITIONAL IDEAS ABOUT 
MASCULINITY 

Or with EXECUTIONS THAT THEY DON'T UNDERSTAND 
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MAINLINE CREATIVE 
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mSlBOftO LIGHTS 
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NARLBORO LIGHTS 
IH-DEPTHS 


10/92 
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SlfilARY 


o Marlboro Lights advertising invisible among Reds and 
Lights smokers 

Current Marlboro advertising--'^cho Cool'^ 

WORKING COWBOY PERCEIVED AS ReDS 

0 Marlboro Reds imagery/advertising somewhat 

INCONSISTENT WITH LIGHTS SMOKERS BRAND IMAGERY 

Possibly alienates lights smokers 

0 Lights smokers appreciate advertising for their 
brand; several areas seen as quite appropriate (but 
NOT exclusively) FOR MaRLBORO LIGHTS 

'^ISTAS'^ 

'Unfinished Stories'^ (several executions) 

- '^OMEN B&vr 
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0 Remaining areas more appropriate for Reds or not as 

WELL LIKED 

'^CHO Cool'^ -- Reds advertising 

Relaxed Cowboy'^ liked but could be more linked 
TO Reds 

/ Stronger Reds cues, cowboy imagery 
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MARLBORO ADVERTISING RECALL 


0 Vast majority (Both Reds & Lights Smokers) perceive 

ALL ADVERTISING AS ReDS 

Unilateral recall of Reds advertising 

/ Cowboy on a horse -- its ok 

But virtually no lights advertising recall 

(Remember seeing Marlboro Lights advertising?) 
No. (How ABOUT Reds?) Yeah. The Marlboro man, 
that's about it. (What did it communicate to 
YOU?) Nothing...Uh I guess the rugged type 
PERSON. (Think of it) Don't think about it. 

I'm indifferent. I don't see it much." 
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CAMPAIGN AREAS 


^OMEN ^ 

o Seen as 2 campaigns, and generally well-liked 

APPROACH 

Black and white seen as more '^LightsV'Fun", 

STRONGER BRANDING 

Four-COLOR perceived as Reds due to stronger 

TRADITIONAL COWBOY/HORSE IMAGERY AND USE OF RED 
COLOR 

/ Shirt 
/ Truck 


o Women seen as appropriate for Marlboro advertising 


o Several pointed out lack of smoking in photographs 

o Bar scene not liked as much due to drinking 

situation 


RPHPHLTI .ED-5 
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CAMPAIGN AREAS 


'’'VlMAS" 

o Very well liked among both Reds and lights smokers 

'Breathtaking,'^ '^beautiful'^ scenery 
'^Freedom'^ idea well liked 

o Both Reds and Lights smokers perceived approach as 

APPROPRIATE FOR BOTH PACKINGS 

Although more appropriate for lights because 
'^Cowboy" imagery less prominent 

'Bo UPCLOSE Cowboys like the other ads'^ 

In addition, several noticed absence of branding 

ON 2 EXECUTIONS AND DIDN'^T LIKE 

0 Finally, most copy lines well-liked 

Some negative playback on '^Ain't all work'^ 

/ '^AIN't'^ seen as 'BiCKY" -- PARTICULARLY 

AMONG LIGHTS SMOKERS 


RPHPHLTI .ED-6 
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Unfinished Stories^ 


o Consistent with prior learning, this approach 
CAPTURED attention/was GENERALLY LIKED 

Interesting/a lot to look at 

Many picked up, examined executions 

Different from other Marlboro seen in past 


o Several executions much better liked than others; 
'^JUKEBOX'^ '^OON'^ most POSITIVELY RECEIVED, WHILE 
'^SnAKE'^, '^CaFE'^ liked LESS 

'^oon'^ most interesting, appropriate for Lights 

However, '^Juke box'^ perceived as Reds 

ADVERTISING 

/ 50 's/nostalgia/older fits Reds 

'^Cafe^ not visually appreciated; line not read 
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Relaxed Cowboys ^'" 


0 Overall, well liked approach; however, many 

EXECUTIONS SEEN AS ReDS ADVERTISING, SEEN BEFORE 

Like camaraderie/relaxed/tone 

Slightly different from Marlboro seen before 

However, red typeface, bold colors project Reds 

TO MOST, ESPECIALLY 

/ ^^RLBORO Country'^ 

/ ^NDER THE WaGON'^ 

/ 'Three Guys'^ 


o Like strong connection between relaxing and smoking 

SITUATION 

Makes sense to smoke after hard work 


O 'Two riders'^ best liked -- APPROPRIATE FOR ReDS AND 
Lights 

Relaxing situation/^cowboy'^ imagery not as 

STRONG 
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^^CHO COOL^/^ORKING CoWBOY^ 


0 Not as well liked as other areas, particularly among 
Lights smokers 

Seen as 'TIeds'^ advertising/not right for Lights 
Same as Marlboro seen before 
However, hard working men appreciated 


o Several comments about "^model-like^ or posed nature 

OF SHOTS 

'^'Anyone could do that^ 


RPHPHLTI .ED-9 
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^Classics ^ 


0 While not as well - received as some areas, 

GENERALLY LIKED; MODELS POLARIZING 

Similar to Marlboro seen before 

Some more appropriate for Marlboro Lights, 
'^grittier'^ executions for Reds 

A LITTLE MORE MODERN THAN ADS SEEN BEFORE, 
DEPENDING UPON MODEL 


0 Some polarization/differences depending on 
model/subject 

'^Clint^ ads more '^Reds'^ advertising 

'Waiting Man'^ not liked 

Mixed reactions to remaining executions 


0 Did not like lack of smoking in ads 
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^LTPA LICHTS^ CSHOMN ONLY TO LIGHTS SMOKERS) 


0 Based on these 10 respondents, appears to be no 

IMAGE DILUTION RISK 

Seems logical that all major brands would/should 

OFFER UL PACKING 

o Most lights smokers in this study not currently 

INTERESTED IN SWITCHING DOWN 

Like Marlboro Lights 

o '^ista'^ Campaign very positively received 

Communicates appropriate mild but good taste 

EXPECTATIONS 

Subtle cowboy imagery 
Beautiful scenery well-liked 

O A FEW MENTIONED '^GREEN'^ EXECUTION AS COr#1UNICATING 
MENTHOL 
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LIGHTS CREATIVE 
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*ULm LIGHTS'*' (SHOUH ONLY TO LIGHTS SHOKERSl 




0 Based on these 10 respondents, appears to be no 

IMAGE DILUTION RISK 

Seems logical that all major brands would/should 

OFFER UL PACKING 


o Most lights smokers in this study not currently 

INTERESTED IN SWITCHING DOWN 

Like Marlboro Lights 


o 'H^ista'^ Campaign very positively received 

COKMUNICATES APPROPRIATE MILD BUT GOOD TASTE 
EXPECTATIONS 

- Subtle cowboy imagery 

Beautiful scenery well-liked 

O A FEW mentioned ^GREEN^ execution as COt«1UNICATING 
MENTHOL 
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PURPOSE 


• Obtain consumer feedback on Racing and Adventure 
Team advertising 

As IT CURRENTLY EXISTS 
As ADVERTISING FOR MaRLBORO MeDIUM 
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METHOD 


• 30 In-Depth interviews with YAMS 


• Marlboro Red/Lights/Camel smokers 


• Chicago and Milwaukee 
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ADVEKTURE TEAM PROMOTIOK 


• Overall, the idea of team/contest was communicated 

TO MOST 

Well received - most were interested in joining 

THE CONTEST 


• Overall, ads were well liked 

Colorful 
High quality 
Interesting 


• Seemed appropriate for Marlboro 

Macho/rugged 

Outdoors 


• Action shots were well received 

Activities respondents either enjoy doing or 

WOULD LIKE TO DO 
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ADVEWRIRE TEAM PROMOTIOK 


• "Fold Out" and "Music" were liked best 

Enticing - copy on front page made respondents 

WANT TO OPEN AND READ ON 

• Some liked play on words in "Music" 

Primary reason: Like to listen to music 


• However, respondents did not always want to 

COMPLETELY OPEN THE ADS 

"Mud" - FRONT PAGE WAS NOT ENTICING 

"Fold Out" - too long and cumbersome 
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ADVEWnJRE TEAM PROMOTION 


• Some concerns expressed about the copy at the bottom 

OF PAGE 

Small type 

J Difficult to read 
/ Many did not seem to read it 

Sentences run off of the page 

J Many felt it was annoying to have to turn to 

PAGE TO FINISH A SENTENCE 

Didn't always match picture shown 
J Didn't make sense to many (i.e. talking 

ABOUT DESERTS ON A PAGE WITH A PICTURE OF 

rafting) 


RPMPATRG.ICL-6 


Source: https://www.industrydocunnents.ucsf.edu/docs/zzdlOOOO 


2040817733 



ADVEWTIJRE TEAM CAMPAIGN - MEDIUM 


• Seen as having Marlboro values 

Masculine/rugged 

Adventurous 

• Ads that worked best had Western location 

Skiing could be anywhere 

• Sense that campaign, while on updated Marlboro Man, 

MADE NO ADDITIONAL POINT 

Seen more as individual ads than a campaign 
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RACIKG 


• Racing was well received and made sense for 
Marlboro 

Action-oriented 

"Modern day cowboy" - for tough/rugged guys 

A DREAM OF SOME OF THE RESPONDENTS 

• Had been seen by some before 

Racing = New Marlboro Advertising 
Cowboy = Old Marlboro Advertising 

• Ads liked for their action, story value 

Particularly "Bosche 4", "Pit Crew" 

"Winners Circle" less well liked due to 

CLUTTERED FEEL, NO ACTION 
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